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THE TOUGHEST 


(Outlasts rubber 2 to 1) 


HASIEST TO HANDLE 


(Superior “feel” and perfect balance) 


THE BEST BUY 


(For playing performance and economy) 





Wilson TN Line 
Top Notch 


“Five years in development by Wilson 
research technicians— but worth every 
moment,”’ say enthusiastic coaches, 
teachers, and recreation managers who 
have field tested the T'N line. Wilson’s 
TN (Top Notch) ball line is the prod- 
uct of the latest advances in inflated 
ball construction. It provides the 
maximum in playing performance, 
durability, value and economy. 

Have your local dealer or Wilson 
representative show you the TN line. 
You’ll discover at once why the new 
Top Notch line of inflated ball prod- 
ucts by Wilson is the finest available. 


Win With 


Wilbon 


WILSON SPORTING GOODS CO., CHICAGO 
(A subsidiary of Wilson & Co., Inc.) 








IF you CAN answer 
these 10 questions 


+ What does automation mean to secltensial recreation ? 


How can industrial recreation improve our company’s re- 
tirement program? 


How and when are we liable for recreation injuries? 
How much should be spent per employee for recreation ? 
Should we build our own recreation facilities? 

Where do vending machines enter the picture? 

How do we plan for family recreation activities ? 


How can we get more — participation for our rec- 
reation dollar? 


What can our program offer to promote executive health: 
and fitness ? 


) Why is recreation essential to good business? 


DON’T 


X-Yate Me Me(-V{-Yeloli-) 


BUT IF YOU don't know all the answers, the 
best way to make sure that your recreation pro- 
gram is the most comprehensive for your com- 
pany’s needs is to attend NIRA’s 19th annual 
Conference and Exhibit in Detroit this May— 


MEET AND TALK with industrial 
directors. Together you have a vast pool 
of know-how unobtainable elsewhere. 


HEAR AND SEE top speakers, demon- 
strations and exhibits which kindle new 
ideas and keep you abreast of trends. 


HELP AND BE HELPED in panel 
sessions where the give-and-take solves 
your problems of today and tomorrow. 


REGISTRATION fee: $40. for NIRA 
members, $50. for non-members, in- 
cludes three luncheons, two banquets, 
appropriate tours. Special wives pro- 
gram $20. Send reservations to NIRA, 
203 N. Wabash Ave., Chicago 1, IIl. 
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Large Southern textile manufacturer —Senior citizens, or mothers-in-law, to find a live ine 
provides leisure-time opportunities est in crafts; fe 
for all ages and both sexes in —Middle aged couples discovering new experiences anime Col 
» WAL 
five rural communities believing: friends through square dancing; Mot 
Chic 


—Pete, the potential problem, learning at an early ail oss 
the challenge and dedication of an athletic interes °° 


Fart 
EMPLOYEE RECREATION —A community finding pride and satisfaction in uninigg if 
effort. i Pon 


completes the mosaic 


Employee recreation means all this and much more wi qr 


of a modern program im —_us at West Point. In addition we find that our progranjyy [% 


—Provides a medium for the mixing and mingling (i " 
INDUSTRIAL RELATIONS am ? 
60! 


—As a communication media, it creates harmonioy o 


= be 
Employees, whether by the hundreds or by the thou- reamaene atte - 
sands, represent individual men and women. As such they —It contributes to the character and personality of th #B 
share a common interest in the companies they work for, people and of their communities ; ro 
in their families, their friends, homes and neighborhoods. —It presents opportunities for physical and mentiq - 
It was this conception that led West Point Manufacturing growth of all ages; -B 
Company, in 1941, to organize its employee recreation —It affords experiences to play as well as to work i ?e 
program. Our experience in this field for more than 18 gether; = Y. 
apie has convinced us that the program is basic in our —It creates a stimulating and enjoyable change of pace % a 
a from the daily routine. BK 


West Point’s plants are located in three southern states, 


‘ eee ey —— im A. 
Alabama, Georgia, and South Carolina. But the majority We feel that employee recreation completes the mosiiji 5, 
































of the company’s employees live in five inter-locked rural of a modern industrial relations program. 
communities in east Alabama where 10 of our company Ha 
divisions are located. Our employee recreation program E. R. Lehmann su 
was conceived originally as an integral part of these five , ' , : Pe 
communities and as an important phase of the working Vice President, Industrial Relation 4 
environment. West Point Manufacturing Companjiy % 

Organized with a coordinator and with trained directors Pe 


for the individual communities, the program utilizes to the 
utmost the comprehensive recreation facilities provided by 
the company—facilities as varied as are human interests. 
The employed leadership solicits and obtains the active 
cooperation of individual volunteers and of _ interest- 
groups. As a result lay representation has served as a 
source of suggestion and motivation that has resulted 
varied phases of the program. 

These recreation leaders are parts of amalgamated com- 
munity groups, providing leisure-time opportunities for all 
ages and both sexes. The schools, clubs and other organiza- 
tions in the communities make use of the over-all program 
provided by our company. It is not unusual to find com- 
munity projects resulting with the identity of the sponsor- 
ing group overlooked—it’s merely the job that’s being 
done that counts. 

From the point of view of industrial relations, consider 
what it means, for example, for: 

—Johnny to learn to swim at the age of six or less; 


—Mary to find some solution to her adolescent problems 
in a teen-age club; 
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tional Industrial Bowling Tournament 
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: Canton, Ohio, under the sponsorship 
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eins of NIRA and Timken Roller Bearing 
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VENDING CONTRACTS 


What are the pros and cons of written 
contracts in industrial vending opera- 


tions, and if you use one, what points 
light the cover design by Leo Rotelli. should be covered? 
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BAN RESEARCH REPORTS | 


100 


INDUSTRIAL 


GOLF COURSES i: 


36-hole ' F 


Special NIRA study discloses operation and 
maintenance costs and procedures at 41 of 


the nation’s 107 industrial golf courses 


Last year, 1,900,000 rounds of golf were played on 
industry-owned golf courses in the United States. 

These and other figures on the operation of industrial 
golf courses have been disclosed by a 1959 survey con- 
ducted by the National Industrial Recreation Association in 
cooperation with the National Golf Foundation. 

Screening the nation’s industry, NIRA found 107 com- 
pany courses were in operation last year with an estimated 
total value of more than $70 million. 

To these 107 firms, NIRA then sent detailed question- 
naires. Much of the information compiled from the 41 
replies to this survey are reproduced in table form on these 
pages. 


NOT AN EXCLUSIVE FEATURE OF LARGE COMPANIES 


In addition, however, NIRA learned that employee 
courses are far from being exclusively owned by the 


industrial giants. Of the 41 courses on which there is de- 
tailed information, five are operated by companies with 
less than 500 employees. Another four are owned by firms 
with only 500 to 1,000 employees. 

Play on industrial courses averages fairly close to that at 
other private and semi-private clubs. Top figure reported 


was 73,175 rounds at National Cash Register’s 
layout in Dayton, Ohio. Average play on an 18-hole com § 


pany course runs slightly more than 26,000 rounds yearh q 


with 12,787 rounds played at nine-hole courses. 


As with costs and course evaluation (see Table 1) th Ff 


extremes in amount of play are also widespread. One nine 7 
hole course reported only 700 rounds of play last year ' 
while Dayton Power & Light recorded 40,000 full 18-hole » 
rounds on their nine-hole layout. 

Few companies broke down total rounds into the number ¥ 


played by men, women and persons under 18 years of age. 


aN 









View from the clubhouse at IBM Country Club, Endicott, N.Y. 


BUILDING AND MAINTENANCE COSTS, CURRENT VALUE 


18 Hole Courses 


High 

Estimated cost of building (land, 

buildings, water systems, etc.) $2,571,300 
Estimated initial total cost of 

golf course when opened 2,327,311 
Estimated annual golf course 

maintenance costs 193,000 
Estimated current total values 

of golf course 4,000,000 
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9 Hole Courses 


Low Average High Low Average 
$12,000 $698,460 $180,000 $5,000 $83,693 
12,000 717,885 166,000 24,850 84,170 
20,000 64,081 27,000 500 12,958 
285,000 1,556,383 400,000 20,000 168,000 









The skeichy response to this particular question may ex- 
plain why the survey shows that only 15 per cent of play 
on industrial courses is by women as compared to the 
national average of about 20 per cent. 

This discrepancy is especially noteworthy inasmuch as 
family members are eligible to play on all but one of the 
11 courses studied. In addition, only nine courses charged 
+a direct fee for family member play. At 14 courses there 
is no fee whatever, and at another 14 the family member 
fee is included in the employee’s charges. 





BARGAIN FEES, CONVENIENT LOCATION 

There's no doubt that company courses are a boon to the 
volfer’s pocketbook. Almost one-fourth (10 of 41) are com- 
a pletely free. At those courses which charge a greens fee 







(about half of them do), the golfer will pay on the average 
$1.00 for a week day, $2.00 on a weekend. The member- 
ship fees charged by the 20 clubs which reported them 
average $33.50 a year for the employee and his family. 
Accessibility is also a distinct advantage for the em- 


30-hole 


e€ COM: 


yearh fe | ployee golf course. More than half are either within a mile 
> or adjacent to the plant site. All but 10 per cent are within 
I) the © six miles. 
e nine MM Depending een Cohen snd wallvtes — 
epending On company Customs and policies, operating 
oor ia % ° ° ° 
t year a golf course can be a comparative bargain. Most public 


8-hole 


and private club managers will be shocked at some of the 
cost figures in Table |. Not taken into account is donated 





umber §¥ Jand, equipment and, most important, free labor volun- 
of age. WE teered hy employee-golfers to build and maintain their 





National Cash Register’s golf shop ranks among the finest 


golf course. This accounts for considerable savings. 

Nevertheless, industrial golf courses are becoming com- 
plete recreation centers. Other recreation facilities listed in 
Table III include only those on or adjacent to the golf 
age fg COUrse. Employee facilities at other locations are not in- 

3 cluded. 

Other less frequently mentioned facilities in addition to 

those listed in Table III include rifle and pistol ranges, trap 
® and skeet fields, archery ranges and ice skating rinks. 
170 (| Although Oneida, Ltd.. Oneida, N. Y., built the first 
company course in 1896, almost half of the employee lay- 
258 fe Uls in existence today have been opened in the last 15 
» years. Continuation of this trend is substantiated by infor- 
mation gathered by NIRA and the National Golf Founda- 
tion which shows 15 industrial courses in construction or in 
the planning stages for development in the 1960's. 


93 


900 





ll. GOLF COURSE ADMINISTRATION 


Number Per cent 


Golf club board of directors 16 39.0 
Recreation director, Personnel 15 36.5 
Golf club manager 5 12.2 
Golf club professional 2 4.9 
Employee recreation association 2 4.9 
Public relations department 1 2.5 


ill. FACILITIES ON GOLF COURSE 


Number Per cent 


Picnic grounds, playground 27 65.9 
Softball diamonds 22 53.8 
Swimming pools 21 51.3 
Tennis courts 19 46.4 
Shuffleboard courts 13 38.7 
Badminton courts 12 29.3: 
Bowling lanes 9 ANG: 


IV. ALCOHOLIC BEVERAGES 


Number Per cent 


Serve all types of liquor 12 29.3 
Serve beer only 6 14.6. 
No liquor allowed 23 56.1 





The clubhouse at Union Bag’s course in Savannah, Ga. 


V. ADDITIONAL INFORMATION 


Number Per cent 


Company bought existing course 5 12.2 
Company built from acquired land 31 75.8 
Open course to general public 10 24.4 
Operate a golf club house 29 70.8 
Operate a golf shop 33 80.6 
Employ a golf professional 21 51.2 
Conduct golf lessons 26 63.3 
Operate a practice driving range 16 39.0 
Have a miniature golf putting course 4 9.7 
Have a putting green 32 78.0 
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PHOTOGRAPHY CONTESTS 






















































Here Are the Rules 


and the Ideas 
to Make a Contest Click 


Employee camera contests, if tailored to specific needs 


and requirements, are greatly beneficial to the sponsors 


The nation’s 43 million cameras take 
some two billion photos yearly. 

Roughly averaged, that means every 
family owns a camera—and uses it 50 
times a year. 

These figures enable the photo in- 
dustry to claim without dispute that 
its product constitutes America’s No. 1 


hobby. 


IMAGINATIVE AND USEFUL 


And, industrial recreation directors 
have been quick to turn this phenome- 
non into a leading employee activity. 

Their approach has been imaginative 
and useful. They have developed count- 
less variations to the general camera 
contest format to build and maintain 
active interest. 

Grumman Aircraft Engineering 
Corp., Bethpage, N. Y., for example, 
conducts something photographic every 
month of the year. In addition to its 
nine-month snapshot contest run by the 
PLANE NEWS house organ, Grum- 
man conducts an annual photo show 
with a completely new slate of entries. 

Picnic time means another Grum- 
man contest with special bathing 
beauty and family member snapshot 


JUDGES of Ford’s annual amateur snap- 
shot contest screen some 400 entries be- 
fore picking the winners. 


classifications open to employees. 


for have already been taken by the 




















W. T. Grant Company, New Yor 4 
added a show stealing category to it MMM tors 
annual photography exhibit when j 1 
encouraged all employees to search ti 
their attics for any “Gay Ninties” sho 2 
which proved amusing. This “‘Yester. a 
year” classification threw the  shoy 3 
open even to non-photographers ani | 
greatly increased attendance and par. t 
ticipation. 

pul 
CONTESTS WITH A PURPOSE DD qu 

Many contests are run by the com yor 
pany publication as a means to obtaing , 
good photos. Similarly, however, a con. i FO! 
test can be a successful membershiy 
promotion by the employee photo club § in 
Nationwide Insurance and Timken tru 
Roller Bearing, for two, open their con 3 tai 
tests to all employees except camer 
club members. 4 qu 

Likewise, a contest can be a highly ¥ Co 
successful means of focusing attention @ re: 
on particular company operations 9 ea 
products, policies or even desirable @ th 
aspects of community living. © uc 

British Columbia Electric Co., Ltd, & wl 
of Vancouver, held a contest for which§ 
any photo dealing with company op sn 
erations and showing employees aj W 
work were eligible. Obviously, some ji ph 
limitations must be placed on a contes fic 
of this type to prevent interferenc fi la 
with work production. he 

Westinghouse annually awards prize fi ni 
to the best employee photos in whicha 
Westinghouse product or the circk J cl 
“W” trade mark clearly appears. If 

Photo subjects in a recent contest ¥ tr 
by General Electric Co. in Erie, Pag vi 
were restricted to shots showing anf cl 
employee engaged in some type oj si 
community work. ay 

These specialized contests can bei g 
quite successful, but it is important to ™ 
remember that almost without excep (i f 
tion the more restrictive the rules ar § li 
regarding subject matter, the fewer ™ fi 
entries will be submitted. a 

c 
POINTERS FOR SUCCESS a 

Eastman Kodak Company’s Editorial 
Service Bureau, which offers assistance #} " 
in planning photo contests, has found ¥ 
that success in these contests can be gi h 
measured in direct proportion to the jj ¢ 
following: T 

1. The breadth of the contest’s ap § ° 
peal, ( 

2. the amount and type of promo s 

tion used and, 

3. the likelihood that the type (f§' 

pictures that the sponsor is looking f 
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people whom he is trying to reach, 

In planning a contest, certain - fac- 
tors must be considered in all cases: 

1. How many people can be expected 

to participate ? 

2. How are you going to reach them 

and tell them about the contest? 

3, Will the returns that may be ex- 

pected justify the efforts and expense 

that will be involved? 

Even if the contest is intended 
purely for fun, your answers to these 
questions will greatly affect the rules 


you develop. 


FOLLOW THESE RULES 

The following guide marks will help 
in setting up contest rules, but to be 
truly successful, each contest must be 
tailor-made to the individual situation. 

Eligibility. Spell out eligibility re- 
quirements and define the terms used. 
Company contests are almost always 
restricted to amateurs who “do not 
earn a majority of their living from 
the sale or use of photographic prod- 
ucts.” Just as important, make it clear 
who is NOT eligible. 

Kind of photos. Black and white 
snapshots only? Color only? Both? 
What size photos are acceptable? Must 
photos have been taken within a speci- 
fied time limit? These rules depend 
largely on the sponsor’s objectives and 
how he intends to use the prize-win- 
ning photos. 

Classifications. Name the specific 
classes of entry which are established. 
If both black and white and color en- 
tries are taken, Kodak recommends di- 
viding the contest into two general 
classifications since it is almost impos- 
sible to judge a good black and white 
against a good color shot. One or two 
general classifications will usually pull 
more entries particularly if it is your 
first contest. The majority of estab- 
lished employee contests are split into 
five classes: children, persons, scenes 
and still life, animals and wild life, and 
color with a grand prize going to the 
“best in the show.” 

Ownership. Will you return the pic- 
tures to the contestant and, if so, under 
what conditions. If the entrant is not to 
have his photos returned, he will not 
enter as many as he otherwise might. 
This may be good or bad depending 
on how many entries you want to han- 
dle. It is customary to return color 
slides, 

Advertising. Must the entrant be 
ready to furnish advertising releases 
lor all recognizable people appearing 
in the photos? Will the sponsor fur- 



































COVER GIRL for Pittsburgh Plate Glass 
house organ is selected each year from 
photographs of company beauties sub- 
mitted by PPG branch locations. Here’s 
the 1959 winner, Miss Grace Rogers. 


nish these release forms? 

Prizes. List the prizes, when they 
will be awarded and their value. The 
amount and type of prizes often deter- 
mines the contest’s appeal. 

Entry blank. Is an official entry 
blank required? If so, where can they 
be obtained. Must there be data written 
on the print? Name, address, depart- 
ment, etc. ? 

Submission. Most important, stress 
exactly where the entrant must send 
his photos to be judged. 


OTHER CONSIDERATIONS 

Don’t forget the work involved in 
handling the entries. A good system 
will be determined in part by the scope 
of the contest, whether the prints are 
to be returned and how the sponsor 
intends to make use of the entrant’s 
name. 

In any event, someone should check 
the official acceptability of all entries, 
separate them into classes and make 
an official count of entries by contest- 
ants, photos, etc. 

In some contests, judges look at all 
entries. Larger contests are speeded up 
by a preliminary screening by people 
who have a clear idea of the contest’s 
objectives. 

Generally an odd number of judges 
(usually three or five) are selected 
preferably with some photographic ex- 
perience. Kodak suggests that at least 
one judge be a well known photog- 
rapher, that one be designated as 
chairman of the judges and that a repre- 
sentative of the sponsoring organiza- 
tion be included in the judging group. 


WHAT TO JUDGE 

Here again, the purpose of the con- 
test should dictate the basis upon which 
the photos are to be judged. 

Ford, Motorola, General Electric 
and many other company contests 
stress that “photos will be judged more 
on story telling value, originality and 
warmth than on technical excellence.” 

Their purpose, of course, is to in- 
terest all employees, to give the novice 
a chance against the skilled amateur. 

On the other hand, A. C. Neilsen 
just completed its first international 
employees photo contest. The 137 en- 
tries received from Neilsen’s 12 U. S. 
and overseas locations measured up to 
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PERSONS classification prizewinner in 
the Grumman PLANE NEWS 1959 snap- 
shot contest is this shot of a lobsterman 
working out of Damariscotta, Mass. 


the judging standard of “excellence of 
composition, technique and quality.” 
Neilsen will mount all prizewinning 
photos in an international travelling 
exhibit to be shipped to all offices. 
For contests restricted to camera club 
members, judging standards are usually 
similar to those used by Neilsen. Also. 
photo subjects can be more restrictive. 
In the contests conducted by Delco- 
Remy (Dayton, Ohio) camera club, 
competition subjects are changed 
monthly from, for example, children in 
January to animals in February, etc. 
Finally, as in any recreation activity, 
plan the official announcement of win- 
ners and award presentation in a man- 
ner that will be worthy of the winners’ 
efforts and of your time and work on 
the contest. 












NIRA A 


EMPLOYEE 
PHOTO CONTEST 


Trip to Mexico and other valuable prizes await winners of 


NIRA’s national contest for amateur employee-photographers 


One week vacation for two in Mexico 
City awaits the winner of the first an- 
nual Employee Photo Contest sponsored 
by the National Industrial Recreation 
Association. 

Running for the full calendar year of 
1960, the contest is open to any 
amateur photographer and his family 
who is employed by a NIRA company or 
classifications open to employees. 

Each contestant may submit as many 
entries as he desires in either or both 
contest classifications: Open and Rec- 
reation. 

The Open Division places no restric- 
tions on photo subjects. Photos entered 
in the Recreation Division must have 
been taken of some phase of the em- 
ployee’s company recreation program. 

The Mexico City trip which will be 
awarded to the winner of the Open 
Division includes expenses for air 
transportation to and from the air 
terminal nearest home, 
and covers lodging in 
Mexico City. 

Information on other awards and the 
complete rules follow: 


the winner’s 
meals and 


ELIGIBILITY 

This contest is open to any amateur 
photographer and his family who is 
employed by a NIRA company mem- 
ber or branch member. 

DURATION OF CONTEST 

This contest is open for the calendar 
year of 1960. Entries may be submitted 
at any time prior to midnight Decem- 
ber 31, 1960. 

TYPES OF PHOTOS 

Black-and-white pictures only are ac- 
ceptable. No print or enlargement more 
than 10 inches in its longest dimension 
will be accepted. Developing and print- 
ing may be done by a photofinisher or 
by the entrant. No art work or retouch- 
ing is permitted on the prints or nega- 
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tives entered in this contest. 

CLASSES OF ENTRY 

Open Division 

No restriction on photo subject. 
Recreation Division 

Photos taken of some phase of the 
recreation program conducted by the 
contestant’s company. May include ac- 
tion shots of sports events, photos of 
social and cultural activities or pictures 
of recreation facilities, displays, etc. 
ENTRIES 

Entrants may submit as many pictures 
as desired at any time during the con- 
test period, but no one will be eligible 
for more than one prize. Mail print or 
prints to Photo Contest, National In- 
dustrial Recreation Association, 203 N. 


Wabash Ave., Chicago 1, Ill. 


JURA * 


JAUAMNUNAY 


On the back of each photo, print the 
entrant’s name, address, name of com. 
pany and its recreation director. State 
whether the photo is to be entered in 
the Open or Recreation Division and 
include a short description identifying 
the subject. 

OWNERSHIP 

All entries will become the property of 
NIRA unless a stamped, self-addressed 
envelope accompanies the entry. Do not 
send negatives. 


PRIZES 
Open Division 


First—One week trip for two to Mexico 
City. Air transportation, meals and 


Lodgings, Arranged by Happiness § 


Travel Service, Chicago. 

Second through fifth—Latest in cam. 
era equipment, film, accessories. 
Special—Members of the winner's 
camera club will be eligible to ae- 
company him on the Mexico City 
tour at special rates arranged 
through the NIRA Travel Council. 


Recreation Division 





First—Winning photo will appear on 
the cover of the March 1961 issue § 


of RECREATION MANAGEMENT. 
Additional prize: $25 value in win- 
ners choice of photo equipment, 
supplies. 

Second through fifth—Latest in cam- 
era equipment, film, accessories. 
Special—The winner’s camera club will 

be awarded darkroom equipment. 
Winners will be announced in the 
March 1961 issue of R/M. 
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MEXICAN BULLFIGHT will be a must during the expense-paid, week for two in 
Mexico City awarded to the winner of NIRA’s first annual Employee Photo Contest. 


For details on entering, see the official contest rules reproduced above. 
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Wonderful, old-fashioned—‘“‘sealed-in flavor’”» KATHRYN BEICH 
CANDIES—make this America’s most popular fund-raising plan 


Your activities group may need $100, $1000, or more— 
funds for new band or orchestra uniforms, or 
for a new tennis court, bowling alley or swimming pool. 


The Kathryn Beich Candy plan is your best bet . . . the easiest, 
most pleasant way you can imagine to raise funds, because 
there’s an immediate and continuing demand for delicious, 
nationally advertised Kathryn Beich Candies . . . candies 

made from wonderful old recipes treasured throughout the years. 
All are incomparable in taste . . . reasonable in price 

and “tops” in popularity. 


No need to fret if you have a fund-raising problem. 

Kathryn Beich Candies can be your answer as it has been for 
countless other groups such as yours. Once you and your 
co-workers get into the swing of this “‘fun’’ way to raise funds 
and see how easy it is to tuck those profits into your treasury, 
you'll wonder why you ever resorted to old-fashioned 

“‘hard work” ways of reaching a funds goal. 


NOW is the time to clip and mail the coupon below and let us 
send you full particulars about our plan and a full sized 
FREE sample tin of our delicious Kathryn Beich Candies. 


Kotbuugro oich | tziniveren, wines 


| am interested in fund-raising with Kathryn Beich Candies. 


Please send me a free sample and complete information. 
NAME OF ORGANIZATION 
SEND TO 


ADDRESS 
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SOFTBALL stars from departmental teams such as these from 
Bell’s entry in the local inter-company Powder Puff League. 
Bell’s team has won first place for the past seven years. 
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SWIMMING instruction for both beginners and the advanced 
is provided by Bell employees who excel in the sport. The girl 
have a chance to take a dip every week in two downtown pook, 


Women’s Sports ARE Popular 


During the past 30 years, Illinois Bell’s comprehensive 


athletic program has attracted 15,000 telephone girls 


by ADA PASKIND KAHN 


The girl you hear say “number 
please” may be one of more than 
15,000 women who have participated 
in Illinois Bell Telephone Company’s 
Telephone Girls’ Recreation Associa- 
tion since the fall of 1927. 

Bell Telephone’s sports program for 
women, centered in downtown Chi- 
cago, presently includes volleyball, 
swimming, softball and bowling. 

The program is the company’s great- 
est morale builder, says Isabella Hard- 
acre, head of the women’s sports pro- 
gram. A girl might think of leaving 
her job, but when it’s the middle of 
the softball season or the beginning of 
the volleyball season, she doesn’t want 
to leave the rest of the team. Several 
sports seasons come and go, and the 
employee becomes more interested in 
the teams as well as her job. 

“Many girls are attracted to our 
company because of our sports pro- 
gram,” says Ella Hardacre. “The op- 
portunities we offer for recreation in- 
clude instructions, organized teams, 
and competition, all of which are real 
plus factors to a person looking for a 
new job.” 

The women’s sports program at IlIli- 
nois Bell was organized in 1927 with 
six volleyball teams. At first only one 
department participated, but now the 
entire sports program is company 
wide, Volleyball teams average around 


28 in number each season. 

Volleyball has been the most popu- 
lar sport through the years because the 
weather never interferes with a game, 
and the place for the game, Illinois 
Bell’s own gym, is always available. 

Volleyball teams as well as other 
teams are usually made up of girls 
who work in the same department. 
Often, however, a girl who has been 
transferred to another office may wish 
to continue playing with her old team. 
This presents no difficulty, since all 
teams play in the company’s downtown 
gym, which is centrally located near 
all transportation from outlying areas. 

The sports program is open to any 
employee of the company in the state 
of Illinois, and several times volleyball 
players have come from as far as Joliet 
to play. All players pay a fee of $1.50 
for the season. Management feels that 
when the employees pay even a nomi- 
nal amount, they will stick to the ac- 
tivity longer than if it were free. 

Several times the Illinois Bell 
volleyball team entered an Amateur 
Athletic Union contest, but has not par- 
ticipated recently because of the one- 
hit rule among tournament players. 
Bell’s rule allows the girls two hits, 
because this enables less adept players 
to enjoy the game. 

Bell’s philosophy is to encourage 
more participation in their own pro- 
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gram than to try to excel in outside 
competitions. 

Bell volleyball teams are grouped 
into five divisions: championship, ad: 
vanced, intermediate A, intermediate 
B, and novice. Girls are classified by 
their ability to play, and similar teams 
play against each other. 

The finals are held at De Paul uni- 
versity’s alumni hall, and a charge is 
made for tickets to defray expenses of 
the event. Last year a total of 450 
persons, mostly from Bell, attended the 
competition. 

The swimming program was started 
as a safety measure so that the girk 
would be better equipped to save them- 
selves and others if the need arose. 
There is instruction for beginners and 


ELLA HARDACRE (1), head of the 
women’s program, supervises trophy 
presentation to all champions. 
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VOLLEYBALL champs won over a field 


of 28 teams in Bell’s most popular 
women’s sports activity. 


opportunity for the advanced to enjoy 
swimming every week in either of two 
pools located near the downtown area. 

Swimming, as well as the other 
sports, is coached by Bell Telephone 
employees who excel in that particular 
sports field. Professional coaches are 
rarely hired, except in the cases of 
referees for tournaments, because there 
are plenty of women in the company 
who have leadership abilities in these 
fields. 

The three assistants to the director 
of the sports program, Gwen Zipperle, 
Dorothy Elkin and Lucille Bartholo- 
mae, are all ex-phone operators who 
now spend the major portion of each 
day with administrative work pertain- 
ing to the sports program. 


“oym suits’ 


Bell Telephone belongs to the Pow- 
der Puff League, an industrial league 
composed of girls softball teams from 
various companies in the downtown 
Chicago area. 

Bell’s softball team has taken the 
first place trophy in the league for the 
past seven years. This proud record in 
public competition is made possible 
because of the company teams from 
various departments. The best players 
from these teams play on the Powder 
Puff League entry. 

Teams in the Powder Puff League 
number from 8 to 14, and each com- 
pany entering a team pays a $75 entry 
fee to cover costs of operating the 
league. 

Last year, 150 women competed in 
the spring bowling tournament. If they 
have previously bowled in a league, the 
girls use their established handicaps. 
Otherwise, the girl are given a series 
of 26 cards with three games on a 
card. 

They are expected to bowl three 
lines a week, at any bowling establish- 
ment. They send witnessed score cards 
to the office, and their handicap is thus 
determined. 

Management at Illinois Bell Tele- 
phone Company feels that the sports 
program, besides being a fine morale 
booster, promotes health, helps to de- 
velop poise, self-confidence and leader- 
ship. It broadens personality and 
teaches the employees how to get along 
better with others. 

It helps give solidarity to the com- 
pany, because it enables employees to 
get acquainted with others from all 
departments and to know more about 
their jobs. 


EMPLOYEES who played on Bell volleyball teams 30 years ago put on their original 
to stage an exhibition game during last year’s Illinois Bell Volleyball 


Finals held in DePaul University’s Alumni Hall. 


RECREATION MANAGEMENT, 











NEW ! no.is27 


Tru-arT. 


VERTICAL DELUXE 
AUTOMATIC FLY REEL 


Now a complete line of famous Tru- 
arT fly reels in both popular designs 
—vertical or horizontal. Beautifully 
finished and precision crafted, famous 
Shakespeare Tru-arT automatic 
fly reels are silent winding and free 
stripping, and built of prime grade 
aluminum with spring of finest tem- 
pered steel. Just a flick of the finger 
me. up fly line—gives you a “third 
and” when landing fish. No. 1827 
in beautiful copper-tone bronze with 
new easy close automatic retrieve lever. 
Capacity 80 yds. “G” line, 34 yds. 
“D” line $ 
Popular horizontal 
model No. 1837 richly 
anodized forest 
green. Cap. 80 yds. 
“G" line, ter _— 


WONDEROD® 


oe an en 


DOUBLE-BILT®S FOR SUPERB 
ACTION! POWER! ACCURACY! 


(1) A reinforcing glass fiber cylindrical 

wall anaes, thousands of parallel glass 

fibers outside—it’s this patented process 

that leaves the famous spiral markings— 

visible trademark of genuine Wonderod 

quality. No. 1451 Beautiful bronze and white fly 
Wonderod, stainless steel guides and rust proof top. 
Specie cork grip with screw-lock sliding Seat, 
7'9", 8'6" or 9’ $18.9 
FREE FISHING CATALOG—SEND TODAY! 
All fishermen will enjoy this big new 32 page catalog, 
“Techniques and Tackle to Catch Big Fish.” Newest in reels, 
rods and lines. Plus pocket fishing calendar showing best 
days to fish, all free! © By Shakespeare Co. 
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SHAKESPEARE COMPANY 
Kalamazoo Dept. RM-2, Mich. 
Please send me, absolutely free, 
your big new fishing catalog and 
1960 pocket fishing calendar. 








Zone. State. 
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300,000 sq. ft. 


for recreation 


With its new addition, Kodak’s five-story recreation 


building accommodates 7,000 employees at one time 


Approximately 300,000 square feet 
of leisure space have been brought un- 
der one roof with the completion, last 
January, of Eastman Kodak Company’s 
huge addition to its employee recrea- 
tion building in Rochester, N. Y. 

With maximum utilization, it has 
been estimated that the entire five- 
story structure at Kodak Park can ac- 
commodate at one time the leisure in- 
terests of 7,000 employees, family 
members and retirees. 

Highlight of the new facility is the 
auditorium (see photo below) which 
seats 2,224 persons. This auditorium 
finds a wide variety of uses, including 
noon-hour movies, slide presentations 
by members of the Kodak Travel Club 
and meetings of various Kodak or- 
ganizations such as the Kodak Park 
Foremen’s Club. 


DOUBLE PURPOSE 


However, the auditorium also doubles 
in an important role in the develop- 
ment and testing of certain Kodak 


products, particularly those for use in 
the motion picture field. 

The company’s film testing division 
makes use of the auditorium on occa- 
sion for comparative testing of films 
made with different emulsion charac- 
teristics. The auditorium’s projection 
setup permits the showing of two such 
films simultaneously, side by side, on 
the screen. 

The auditorium also serves as a 
laboratory for testing optics designed 
by Kodak engineers for slide and 
movie projectors. Technical confer- 
ences of scientists meet in the audi- 
torium where the most modern audio- 
visual equipment is available. 


MOST MODERN EQUIPMENT 

The auditorium is completely 
equipped for virtually any type of stage 
or motion picture presentation. The 
stage measures 72 feet across by 37 
feet deep. 

An unusual feature of the audi- 
torium is the location of sound and 


View from the stage of the 2,224 seat Eastman Kodak auditorium 





Retirees’ room (above and below) j 


lighting control booths at the rear of 
the orchestra section. This enables op: 
erators of this equipment to see and ¥ 
hear the effects they are creating. 
The new addition to the building 
also includes a special lounge for re: 
tired Kodak people. The room is used 
for card parties, reading and as a 
place to relax and chat with old-time 
friends. Open every weekday from 1 
a.m. until 11 p.m., the room also con- 
tains a piano and television set. 


Multi-purpose gymnasiumi 
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Opened in more recent months were 
two sections of the building which 
house 20 fully automatic bowling 
lanes as well as elaborate facilities for 
the Kodak Camera Club. 

The Camera Club, with 40 dark- 
rooms and a complete line of equip- 
ment for doing all things photographic, 
is the largest such organization in the 
world with approximately 10,000 
members. 


In addition to facilities for develop- 


‘tion of the recreation center 


ing film, making prints and enlarge- 
ments, the Camera Club also has sev- 
eral areas devoted to classroom use 
and to show slides and motion pic- 
tures. 

A 186-seat “little theatre” may also 
be used for Camera Club meetings or 
other special presentations. 

The bowling lane area purposefully 
makes use of a bright, multi-colored 
decor to 
area in 


set the tone as a recreation 
sharp contrast to the more 


sedate colors used in nearby offices and 
manufacturing areas. 
An attractively 
and convenient snack bar are located 
immediately behind the bowling lanes. 
Since a number of manufacturing 


furnished lounge 


operations are on a_ round-the-clock 
basis the lanes are open to Kodak em- 
ployees and their immediate families 
from 8 a.m. to 2 a.m. Monday through 
Saturday and from noon to 2 a.m. on 
Sunday. 

The new addition also contains party 
and activity rooms on the first floor. 
These rooms may be used for meetings 
by any of the scores of Kodak recrea- 
tional organizations connected with the 
company’s seven plants in Rochester. 
Luncheon and dinner meetings are also 
held in these rooms. 


OLDER SECTION 

The older section of the recreation 
building includes a gymnasium which 
seats 1,400 spectators for a basketball 
game, There is a pistol range for mem- 
bers of the company’s pistol club and 
other interested employees. On Kodak 
Park premises, there is also a softball 
field with grandstand and _ bleachers 
that will accommodate 1,400 fans. The 
building’s three cafeterias seat about 
2.300 persons. 

“This building is for the benefit of 
all Kodak people in Rochester,” 
Ivar N. Hultman, Kodak vice president 
and general manager of Kodak Park 
Works. 

“It is an indication of the company’s 
interest in its people in providing fa- 
cilities for meetings of Kodak groups 
for recreational purposes as well as for 


says 


matters related to company business.” 


20 automatic bowling lanes are open for play 18 hours a day 














by C. H. McKENNON 


MISSED THE TARGET ONCE 
TOO OFTEN: R.I.P. 


Douglas pistol team “buries” Westinghouse with tombstone 


trophy in one phase of its all-inclusive shooting program 


Two Cessna airplanes lifted from the 
Tulsa Municipal Airport and pointed 
their roaring noses northeast—to Kan- 
sas City, Mo. A vast white sea of snow 
far blanketed the Oklahoma 
hills, but the shining eyes of the air- 


below 


borne passengers were riveted on the 
distant horizon. 

Within a few hours they would be 
principals in a head-on clash of two 





industrial titans—and_ the _ staccato 
racket of gun fire would settle the 


issue! 


DEVELOP PROGRAM 

The impending “shooting affray” 
had its beginning five years ago at the 
Douglas Aircraft Company Tulsa Di- 
vision Plant. Several Douglas execu- 
tives became interested in forming an 
organized recreation program and they 
appointed a number of employees to 
make a survey of potential activities. A 
recreation coordinator was appointed, 
and within weeks the Douglas Em- 
ployes Recreation Activities (DERA) 
was in operation. 

For each chosen activity a “commit- 


leeman” was elected from the myriad 
employees to “head-up” the promo- 
tion, organization, and functioning of 
his recreation. 

Soon, departmental softball teams 
were vying for in-plant honors and 
were tackling teams in the local indus- 
trial league. Archery, water skiing, 
tennis, golf, ping-pong, and horseshoes 
appeared as employee activities. 

For employees not so athletically in- 
clined a chess tournament was pro- 
vided, as well as a unique “Historical 
Society.” The latter functions by delv- 
ing into Oklahoma history to “re- 
search and record the little known in- 
cidents of the Indian Territory days 
of Oklahoma.” 

Competitive pistol shooting places 
no premium on age or sex. That po- 
tential was incorporated as a DERA 
activity. 

The DERA Pistol Activity was de- 
signed at the outset to function an- 
nually in a “progressive manner.” An 
afhliation with the National Rifle As- 
sociation was obtained and a School 
Of Handguns was set up to go into 









Last rites at symbolic grave are administered by the winning pistol team of the Douglas Aircraft Corp. Tulsa Division. 
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operation in the spring of each year, 
The school, consisting of four class. 
room sessions and a firing range ses- § 
sion, provides the participating em § 
ployee with a workable knowledge of 
safe firearms handling and the basic 
concepts of competitive shooting, 
“Graduating” employees are presented 
a handsome certificate signed by the 
Vice President-General Manager of the 
Douglas Tulsa Division. 
The employee at this point may keep 
his DERA Handgun Manual for refer- 
ence, and drop out, or, he may enter | 
the summer series of target matches. 9 


USE NRA SYSTEM 

The DERA target matches offer the | 
standard NRA system of ribbon and | 
medal awards for various skills in | 
competitive pistol shooting. The last 
match of the season offers many 
“ooodies.” A battery of executive: 
sponsored trophies await the shooter 
who excells. 

The five highest scoring shooters of 
the year’s end match become the repre- 
sentative team for the current year. 
This elite pistol team represents the 
Douglas-Tulsa Division in the annual 
all-plants pistol match which features 

continued on page 18 








SHOOTING IS FUN! 


For a safe recreational activity both relaxing 
and challenging, join the 250 Industrial Clubs now 
conducting shooting leagues and matches. Complete 

 yean’ step-by-step information on how to get started with 
class. & . a National Rifle Association shooting program is 
xe ses. : available by writing to the address below. 
> em: § 
dee of 
basic 
voting. 
nail oe — Shooting is one of the few sports in which both 
ry the men and women can participate on an equal basis. 
of the | Through leagues, tournaments, qualification programs 


You will receive literature explaining how to 
organize, plan for a range, obtain equipment, certify 
instructors, initiate programs and issue awards. 


and practice matches, employees can enjoy year ‘round 
y keep 
refer- 
enter § 
itches, @ 


shooting fun. 


ADDRESS: DEPT. NIRA, CLUB SECTION 


ee NATIONAL RIFLE ASSOCIATION 


n and § 


lls in & 1600 RHODE ISLAND AVE., N.W. WASHINGTON 64, D. C. 
e last 

many § 
‘utive: © 
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_— | who exhibits... 


year. 


innual 


oe at the 19th NIRA Conference and Exhibit? 


Adirondack Bats, Inc. National Golf Foundation 

American Bowling Congress National Rifle Association 

American Playground Device Co. New York Convention and Visitors Bureau 

The Athletic Institute, Inc. Northwest Automatic Products Corp. 

Automatic Canteen Company of America Pepsi-Cola Company 

Champion Knitwear Company Rawlings Sporting Goods Company 

The Coca-Cola Company Sabena Belgian World Airlines 

Conn Corporation Saunders Manufacturing & Novelty Co. 

Converse Rubber Company The Seamless Rubber Co. 

Eastman Kodak Company The Seven-Up Company 

Hillerich & Bradsby Company Sico Manufacturing Company, Inc. 

Interstate Detroit Coffee Company Shakespecre Company 

The MacGregor Company Smith Enterprises, Inc. 

The Morgan Sign Machine Company Transport & Travel Contractors, Inc. 

Nat‘! Assn. Amusement Parks, Pools & Beaches Waldron & Co., Inc. 

National Bowling Council Wenger Music Equipment Company 
Zebco Company 














This list will double by conference 
time. Reserve space now for your dis- four days: 

play in the only national exhibit of May 22-25 
industrial recreation equipment and 

services. Write: National Industrial Detroit, Michigan 
Recreation Association, 203 N. Wa- 


bash, Chicago 1, Ill. 
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Sheraton-Cadillac Hotel 





































































continued from page 16 
the Donald W. Douglas Champion 
Team Trophy. 

Heartily contesting for the giant tro- 
phy are the representative teams of 
the Charlotte, N. C., El Segundo, Santa 
Monica, and Long Beach, Calif., Di- 
visions of the company. The big contest 
is traditionally fired in October, with 
each team firing on its “home range”. 





TELEPHONE SCORES 

Scores are telephoned to the general 
offices welfare division in Santa 
Monica and the winning team is an- 
nounced by telegraph. 

As with all DERA activities, there 
are no charges or dues for participants 
in the pistol activity. The employee 
must furnish his firearm and ammuni- 
tion, but the accessories and equip- 
ment are furnished. A complete cart- 
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TABLES TURNED! Westinghouse buries 
Douglas after winning a return pistol 
match on their home grounds. 


ridge reloading equipment for large 
calibers is maintained. 

DERA financing is provided by the 
Welfare Board, and each activity is 
furnished a yearly budget. The imme- 
diate families of employees are eligi- 
ble to participate in DERA activities. 

The Douglas shooters eagerly ac- 
cepted a challenge from the Rifle and 
Pistol Club of the Westinghouse Avia- 
tion Gas Turbine Division of Kansas 
City. The Representative Team was 
flown to the Westinghouse indoor tar- 
get range, situated in the huge main 
brick building of the plant. 

The Westinghouse shooters royally 
entertained the visiting Douglasites 
with a dinner, and then proceded to 
defeat them. 

As soon as the weather permitted 
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OLD AND NEW is pictured as employees pose with Civil War vintage six shooters 
before a Douglas jet bomber. This group, “the Douglas Percussioneers,” conduct © 
regular target matches with the old fashioned revolvers. a 


the use of the Plant Protection Pistol 
Range, the Douglas shooters chal- 
lenged the Westinghouse club. A spe- 
cial dinner and an invitation to a de- 
partmental dance was arranged for the 
Kansas Citians and then victory came 
to the Douglasites. 

Following the match a grave was 
dug on the range, and during a mock 
funeral, the Westinghouse team was 
“buried.” A huge “Tombstone Tro- 
phy” was brought out and placed on 
the grave. 


PERMANENT TOMBSTONE 

Voting to make the contest an an- 
nual affair, the two recreational pistol 
teams declared the “tombstone” to be 
a permanent trophy. During the latest 
tilt, the Westinghouse group “buried” 





WOMEN GET INTO THE ACT as the Douglas women fire a “female match” against 
the women’s team from Westinghouse on the latter’s indoor pistol range in Kansas 


City, Mo. 


the Douglasites in Kansas City soil. | 
The Tombstone Trophy, built by West: | 
inghouse, has a removable slab so that | 
the appropriate “inscription” can be § 
inserted. 4 

Douglasites are proud of their pistol 9 
activity, which culminates annually in § 
the largest industrial recreation pistol | 
match in the Nation. 

They are eagerly awaiting the out- 
come of current plans of the Welfare 
Board, which includes a large target 
range in a proposed Douglas Recrea- 
tion Center. 

Employees are planning a rifle and 
skeet-trap program to augment the pis- 
tol program. Judging from the echoes 
in the past, it is a certainty that the 
new Recreation Center be ushered into 9 
action with a loud and mighty salute. 
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industrial gun clubs prepare for 
second annual NIRA-NRA matches 


[t’s open season on NIRA trophies as 
the Association’s second annual postal 
rile and pistol matches enter the 
second month of competition. 

Teams and individuals who have not 
yet entered still have plenty of time to 
get in on the fireworks, however. The 
contest runs until midnight, April 30. 

Co-sponsored with NIRA by the Na- 
tional Rifle Association of America, the 
event is open to any bona fide employee 
of a NIRA member company. 

To compete, the individual, team 
captain or recreation director com- 
pletes the official entry form and mails 
it to the National Rifle Association. 
The NRA will then return registered 
contest targets. Contestants may fire the 
targets on any range at any time prior 
to the April deadline. After firing, con- 
testants return the targets to NRA for 
judging. 


Postal Shooting Contest Opens 





The event consists of eight different 
matches: .22 caliber rimfire rifle and 
pistol for teams and individuals and 
CO, gas operated rifle and pistol for 
teams and individuals. Companies may 
enter as many teams and individuals in 
as many matches as they choose. 

Nominal entry fees ($1. per indi- 
vidual, $4 per four-man team) cover 
costs of postage, administration and 
awards. 

National and regional champions 
will be named in all eight matches and 
trophies will be awarded at the 19th an- 
nual NIRA Conference and Exhibit in 
Detroit, May 22-25. 

The postal contest was continued this 
year by a unanimous vote of the NIRA 
Board of Directors. [ts purpose is to 
help recreation directors stimulate gun 
club activity within their respective 
companies. 

“A postal contest of this type has 
many advantages,” stated Don Neer. 
NIRA executive secretary. “Most im- 
portant, it provides a major event on 











“‘Maintaineer®” in your area 
to draw up a maintenance program for your floor 
, —also for tips on preparation 


with yard 


This beautiful light, smooth finish has the 
highest index known, of resistance to abrasion 
and scuffing. Chosen for leading industrial 
and college gyms that support heaviest 
schedules of all-round activity. Actually costs 
less because it wears 2 to 3 times as long as 
ordinary finishes. No-glare, non-slip. Cleans 
like a china plate for easy maintenance. 


HILLYARD 


HILLYARD St. Joseph, Mo., Dept. P-6 

C Please send me Free chart for laying out, lining and 
finishing my gym floor. 

0 Please have the Maintaineer get in touch with me. 
No obligation! 









Ask the Hillyard 


for dances, etc. He’s 


DEFENDING RIFLE CHAMPS, the 
Goodyear Zeppelins, check their scores 
during a practice session. 


the activities calendar in which all par- 
ticipants have a chance to win national 
recognition.” 

No travel or time from the job is 
necessary, and participation involves a 
minimum expense. 

If you have not yet received your 
entry blank or desire additional infor- 
mation, write NIRA, 203 N. Wabash 


Ave., Chicago 1, Illinois. 






(aaron) 


GYM “&/ FINISH 
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RUIVTINDUSTRY ITEMS 


Golf Day Receipts Jump 


National Golf Day receipts exceeded 
$90,000. in 1959, highest total since 
1955. 

Total donations, received from 1,837 
golf clubs across the nation, will be 
turned over to the National Golf Fund 
for distribution to golf charities and 
worthwhile projects. 

A total of $666,000 realized during 
the seven-year operation of National 
Golf Day has benefitted caddie scholar- 
ship funds, golf for amputees and the 
blind, veterans rehabilitation, turf re- 
search and other causes. 

In the 1959 event, 84,633 golfers 
tried to “beat the champion,” Dow 
Finsterwald, 1958 PGA winner. More 
than 3,000 succeeded 
regular handicaps. 

National Golf Day is sponsored by 
the Professional Golfers’ Association 
of America. 


using their 


Fishing by Electronics 


Taking the guess work out of fishing, 
Raytheon recently introduced a porta- 
ble, self-powered unit which detects 
fish electronically. 

Called the “Angler,” the devise in- 
dicates the presence of fish by flashes 
on the face of its indicator dial. The 
small, five-pound fishing aid has been 
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designed especially for small boats with 
no electrical power. It will run for a 
season on it own self-contained battery. 

Besides pinpointing schools of fish, 
the Angler also serves as a navigational 
aid. Returning electronic echoes signal 
whether the bottom is sand, rock or 
mud. Dangerous reefs, shoals and hid- 
den rocks can be detected and avoided. 

Retailing at $125, the Angler is 
being sold through 300 Raytheon 
marine dealers. 


Shooting Consultant 


Recreation directors seeking con- 
sultant service in organization, conduct 
and direction of recreational shooting 
programs and facilities need only con- 
tact the Sportsmen’s Service Bureau, 
a Division of Sporting Arms and Am- 
munition Manufacturers’ Institute, 250 
E. 43rd St., New York 17, N. Y. 

Through personal calls by members 
of its field staff, SAAMI services are 
available in virtually every section of 
the country at no charge. 

Typical of the qualifications of 
SAAMI representatives, Dick Miller, 
who covers Illinois, Indiana and 
Michigan, is one of the nation’s top 
shotgun marksmen. Miller’s trophy case 
is over-loaded with prizes from the 
Grand American and numerous state 


Leflar Trampolines’ new diving catapult for use at home and public swimming pools 
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SAAMI field man, Dick Miller 


and regional trap and skeet tourna. 


ments. He also writes monthly columns [ 


for three national magazines. 


In addition to consultant services, § 


Miller and other SAAMI field men are 
available for speaking engagements, 
shooting instruction and demonstration. 


If your company is located in Miller's § 
area, write him directly at Country § 


Club Road, R.R. 1, Box 229, Crown | 


Point, Ind. 


Catapult in the Lake 


Three new models of catapults de- 
signed to serve all types of diving fun 
from home pools to public and resort 
swimming have been announced by 
Leflar Trampolines. 

According to the company president, 
the new catapults offer stronger, all- 
welded steel construction, abrasion and 
sun resistant nylon bed and live rubber 
cords. 

The country club, largest of the three 
models has been designed especially for 
pools where use is heavy. It is the 
model recommended clubs, municipal 
and resort pools. 

For information and prices, write 
Leflar Trampolines, 1426 S, W. 2nd 
Ave., Portland 1, Ore. 


Boat Sales Still Climb 


Retail expenditures for pleasure boat: 
ing continued their spectacular increase 
last year to show a 15 per cent jump 
over 1958 sales. 

According to a year-end report by 
the Outboard Boating Club of America, 
we spent almost $214 million at retail 
outlets for new and used boats, motors, 
accessories, safety equipment, fuel, boat 
shelters, docking and maintenance. 
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Bait Casting Meet 


Hold first annual National Industrial Bait Casting 


§ Tournament during Milwaukee Sentinel Sports Show 


A huge 45,000 gallon tank located in Milwaukee’s new 
Arena will be the scene of the first annual National Indus- 
trial Invitational Bait Casting Tournament to be held 
March 25-26. 

The meet has been scheduled for the last weekend of the 
20th annual Milwaukee Sentinel Sports Show which draws 
thousands of spectators each year to inspect new sports 
equipment and observe sports demonstrations. 

Competition for the five member industrial teams will 
be on a double elimination tournament basis with the lead- 
ing casters on each team, as well as the national champion- 
ship team, receiving outstanding awards. 

Previously, the bait casting meet has been held on a 
local basis with 15 to 20 Milwaukee area industrial teams 
competing. This year; under the co-sponsorship of the 
National Industrial Recreation Association, the Milwaukee 
County Industrial Recreation Council and the Milwaukee 
Sentinel; the meet is being broadened to a national scale. 

To enter, company teams must consist only of bonafide, 
full-time employees who have been with the company they 
represent at least 30 days before the meet. Entry fee is 
$25.00 per team. 

Teams consist of five players and one substitute although 
a team may compete with four casters. No substitutions are 
allowed while a match is underway. 

Contestants are not restricted as to rod, line or form of 
casting used. However, only a standard bait casting reel 
as used in actual fishing will be allowed. No swivel or snap 
may be used. A 5g inch practice plug furnished by the 
Sentinel will be used for all matches. 

A match consists of two casts at each of five targets 
placed between 40 and 60 feet from the casting platform. 
The targets are 28 inches in diameter. 

Details on trophies and prizes will be announced in the 
March issue of RECREATION MANAGEMENT. 

Complete contest rules and other information are avail- 


able from NIRA, 203 N. Wabash Ave., Chicago 1, III. 


Milwaukee Arena, site of the national industrial casting meet 





Trafalgar Square in London 


Everyone benefits by 
a company employee 
trip to Europe! 


When you initiate a tour for your company’s em- 
ployees youre doing service not only for the employee 
but for the company itself. Just notice the upsurge in 
efficiency and company spirit when employees can look 
forward to two weeks in Europe on their next vacation. 

And, a tour like this is cheaper than you think. The 
amazing low cost of transportation and hotels afforded 
by group rates plus easy “travel now—pay later” fi- 
nancing puts an European holiday within the reach 
of all. 

The only thing that’s definitely needed is a care- 
fully planned and operated tour, plus a complete, step- 
by-step promotional package to assure sell-out success. 
With Maupintour you can be sure of both these. Ex- 
tensive background in the travel business, as well as 
branch offices in New York, Washington, and Brussels, 
provide the facilities necessary to insure outstanding 
tour operation. Posters, postcards mailed from Europe, 
personal letters, travel booklets, and color-sound films 
are arranged to build and maintain interest in an 
European tour, 

Maupintour has developed this complete program 
and can arrange a tailored tour for your group in- 
cluding trans-Atlantic flights operated by scheduled 
airlines. This is all avaiable at very low costs, but you 
must write now. Only a limited number of groups can 
be managed by Maupintour in 1960. Complete the 
coupon below and mail today—a copy of the new Mau- 
pintour booklet on low cost European group travel will 
be sent you without obligation. 


Mr. Alan R. Citron, Maupintour Associates 
1236 Massachusetts Street, Lawrence, Kansas 
Please send me information on how an employee holiday to : 
Europe can be organized for my company in 1960. 








name / title 





firm name 





address 





ci ty / zone | state 
Number of employees____»___ Travel Club [1 
Employee Recreational Club [) yes (J no 

Company vacation close-down [] yes [J no Month_ 
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MIXED CHORUS 
LEADING 
MUSICAL GROUP 


New survey of industrial music groups studies 


program participation, compensation, finance 


The most popular musical unit in industrial recreation 
programs is the mixed chorus according to a new survey of 
industrial, utility and banking firms. 

Conducted by an independent organization, the survey 
found that of 57 replies to a sampling of 77 firms, 32 or 
58 per cent have music programs. 

Apparently the reason for the popularity of the mixed 
chorus is that it provides group activity of maximum par- 
ticipation to both men and women. Following the mixed 
chorus in order are the band, male glee club, orchestra and 
women’s glee club. 

Most companies restrict membership to employees, while 
a few permit the employee’s spouse to participate. Three 
companies reported extensive children’s programs which 
include school children from the community. 


1. NUMBER AND TYPE OF MUSICAL UNITS 











Number Per cent 
Number of companies surveyed 77 
Number of replies received 57 74 
Number having music programs 32 58 
Mixed chorus 26 46 
Band 9 16 
Male Glee Club 7 12 
Orchestra 7 12 
Women’s Glee Club 3 5 
Total 52* 


*Some companies have multiple musical units. Percentages based on total 
number replies. 


Rehearsals are usually held after working hours with 
only one company paying employees for rehearsal time. 
Second shift employees are usually paid for evening re- 
hearsals, however. 

While several methods are used to finance industrial 
music programs, company contributions are used most often 
(see Table Il). Company funds usually provide for the 
purchase and maintenance of band uniforms and some of 
the larger band instruments. 

Transportation to and from performances and, when ap- 
plicable, rent for rehearsal quarters are also usually paid by 
the company. However, the company does not ordinarily 
pay for items such as sheet music, robes and music stands. 
These items are most often financed with recreation funds, 
membership dues, performance fees or a combination of 
these sources. 

Number of participants and the activities of the various 
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musical groups run generally as follows: 

Mixed chorus. Average 30 to 40 members. Public ap 
pearances from four to eight times a year; compan 
appearances from three to seven times. Yearly rehearsa 
time averages 35 to 45 hours. 

Band. Average between 50 and 70 members. Two com, 
panies reported more than 100, Public appearances 12 to 
15 times a year; company appearances from 10 to 15, 
Rehearsals are usually once a week with extra rehearsak 
for special performances. 

Glee clubs. Average between 45 and 55 members. Pub. 
lic and company appearances from seven to 13 times a 
year. Rehearsals averaged 50 to 60 yearly. 

Orchestra. Average between 20 and 30 members. Public 
and company appearances from 10 to 15 times a_ year, 
Rehearsals averaged 30 to 40 per year. 

Most companies reported that their musical director was 
not a regular employee. He is often a non-employee paid 
by the company on an hourly basis. Half of the companies 


ll. METHODS OF FINANCING 


(Uniforms, some lorge instruments, transportation, rented quarters, sheet 
music, robes and music stands) 


Number of 

companies 
Company contributions only 14 
Recreation funds only 6 
Membership dues only 1 
Recreation funds plus company contributions 2 
Funds and dues plus Company contributions 1 
Funds and performance fees plus company contributions } 


Membership dues plus company contributions 4 
Performance fees plus company contributions 1 
Recreation funds and membership dues 1 
Membership dues and performance fees ] 





Total 


reported that their accompanist was a regular employee, 
Most of these accompanists are not paid. 

Outside accompanists were all paid: some by the com 
pany, some with recreation funds or membership dues and 
others by a combination of these sources. 

The sampling included 14 companies with more than 
10,000 employees. Seven companies employed between 
5,001 and 10,000. The other 11 had 5.000 or less em 
ployees. 

Most companies felt that money spent in financing em 
ployee musical programs was worthwhile. They indicated 


that it improved employee morale and, at the same time, 


helped build good community relations. 


iil. COMPENSATION FOR DIRECTOR, ACCOMPANIST 
Company Music Director Outside Music Director 
Paid by: Company 10 
Recreation funds 2 
Membership dues 2 


Paid by: Company 2 
Recreation funds 6 








14 
Company Accompanist Outside Accompanist 
Paid by: Company 8 Paid by: Company 6 
Recreation funds 3 Recreation funds 3 
Not paid 5 Membership dues 3 
_ Combination 
16 - 




















¥ 

































































I ic ap. 
ym pany 
shearsal 


/O COM. 


S 12 to 


to 15.8 


earsals 


Ss. Pub. ; 


imes a 


Public 


a year, 
lor was 


e paid 
npanies 


rs, sheet 


ymber of 


mpanies © 


14 


Ww 
~ | —— — eo FO OO 


ployee, 


Pp COM: 
es and 


e than 
etween 


ss em: 


ig em: 


licated § 
. time, | 


AMF Bowlers’ Accessories 
... always perfect to give 


... perfect to get! 


Easy on the eyes... tops in performance... that’s 
the complete line of AMF Bowlers’ Accessories. 
AMFlite Bowling Balls are high-compression 
molded... built for explosive power, good-looking 
AMF Bowling Bags offer years of carrying 
convenience, fashion-perfect AMF Bowling 
Shoes make for sure footwork. 


Offered at a price and style to satisfy the 
pocketbook and purpose of every bowler, you’ll 
find these accessories are perfect... perfect to give 
... perfect to get! 


VISIT your “Magic Triangle” bowling center and 
look over the exciting fashion line of AMF 

Bowlers’ Accessories. Buy from the man who knows 
your game... your bowling proprietor. 


AMF PINSPOTTERS INC. 


SUBSIDIARY OF AMERICAN MACHINE & FOUNDRY COMPANY 
AMF BUILDING « 261 MADISON AVENUE, NEW YORK 16, N.Y. 


BOWL WHERE YOU SEE THE 


“MAGIC TRIANGLE” 
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Lose 14 Acres, Buy 41 


Forced to sell off 14 acres of its 93 
acre park because of a highway con- 
struction, the General Electric Em- 
ployees Activity Association, Evendale, 
Ohio, turned the setback into a major 
step in its park development program. 

They purchased 41 acres of land 
adjacent to the park. An option on an 
additional 22 acres was also effected 
in the same purchase package. The op- 
tion can be picked up within the next 
five years. 

This land acquisition more than com- 
pensates for the 14 acre loss and allows 
future development and expansion of 
the employee park. 

The purchase marks the second step 
in the overall GEEAA plan for develop- 
ing an adequate recreational area for 
General Electric employees and _ their 
families. 

The first goal was to provide picnic, 
recreational and athletic facilities. The 
next objective is to provide adequate 
facilities to service the entire area. 

For complete details on cost, develop- 
ment and physical layout of GEEAA’s 
outstanding recreational area, see the 


Feb, 1959 issue of R/M, pages 12-13. 


Junior Achievement (cont. ) 
NIC-NACO, TEEN-CO, CHRYGEN 
and 13 other imaginatively named busi- 
ness enterprises displayed their wares 
last December in the cafeteria at the 


Missile Division of Chrysler Corp., De- 
troit, Mich. 

Timed for the Christmas buying 
surge, the exhibit featured a 25¢ Jiffy 
Mop (small) ; hot pads, with or without 
magnets; lint pickers; home fire alarms 
and a “novel teen night light.” Most 
expensive: Jupiter missiles for $3.50 
each. 

Unusual? Not at Chrysler Missile, 
which is one of some 2,100 companies 
participating in the Junior Achieve- 
ment program (see “J.A.—Industry’s 
Junior Partner,” pp. 16-19, Jan. 1960, 
R/M). 

This year, the Missile Division is 
sponsoring 16 Junior Achievement 
companies with more than 300 
achievers taking part in the program. 


Compensation (cont. ) 


Is an executive’s death while golfing 
covered by a state’s compensation law? 

In the article, “When Are Recreation 
Injuries Compensable,” appearing in 
the October issue, R/M said yes. This 
answer, determined after a careful 
study of conflicting decisions, was af- 
firmed recently by the Massachusetts 
Industrial Accident Board. 

In the case of a sales engineer 
stricken by a heart attack in a South- 
ern state where he had gone to clinch 
a business deal, the board held that 
since he was playing with a customer 
at the time, his widow was entitled to 


PRODUCT DISPLAY by the 16 Junior Achievement groups sponsored by the Missile 
Division of Chrysler Corp., Detroit, Mich., was featured in the company’s cafeteria 
and main lobby during December. 


yr! 
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workmen’s 
week, 
Confusion reigns once again, hoy. 
ever. The Wall Street Journal repor 
that the insurance company whic 
underwrote the workman’s compensim 
tion for the executive’s company, sue 
in a state court to reverse the ruling, | 


compensation 


of $20 a 


ROLLING the first ball, Maj. Gen. Ev © 
gene P. Mussett, commander, Lowry 
AFB, officially opens Lowry Lanes, the 
new, AMF-equipped 16 lane bowling 
center situated on the air base just out 
side Denver, Colo. 


gained a verdict that the death was nol 
subject to compensation. Now, the state 
compensation board is appealing to 
the state supreme court. 


Youth Leagues Merge 
The P-O-N-Y Grads League and Col 


League, both organized baseball pro J 
grams for 15 and 16 year-old boys, 
have merged in a move heralded as 
one which will strengthen the entire 
structure of boys baseball. 

The merged program will be ad: 
ministered through the office of § 
P-O-N-Y Baseball, Inc., in Washington. 
Pa. 

Actor-comedian Joe E. Brown, who 
has served as president of P-O-N-Y 
Baseball since its inception, stated thal 
both Colt League and P-O-N-Y Grads 
were designed for the same purpose 
and were very similar in their opera 
tion. The merger will make a much 
stronger and suitable program than 
either league could have been alone. 

Colt League was organized in 1953. 
and, after extensive reorganization. 
moved its headquarters to Ontario, 
Calif., in 1957. Under the merger i! 
will become the Colt League division of 


P-O-N-Y Baseball, Inc., and continue 
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to hold its World Series in Ontario. 

Pp-O-\N-Y Grads was organized in 
1958 to provide a follow-up program to 
p-O-N-Y Baseball, a program for 13 
and 14 year-old boys organized in 
1951. 

Sanction application forms and other 
materials will be issued through the 


MELVIN C. BYERS, former manager of 
employee services in Owens-Illinois Glass 
Company’s general office, Toledo, Ohio, 
has joined the sales promotion depart- 
ment of the Kimble Glass Company, an 
O-I subsidiary. 


P-O-N-Y Baseball office in Washington, 
and all requests for information and 
other correspondence should be sent to 
that office. 


Lunch-Time Bridge 


Lunch-time duplicate bridge tourna- 
ments have proved a big success this 
year for Culver City, Calif., employees 
of the Hughes Aircraft Company. 

Regular games are played as double 
elimination, team-of-four tournaments, 
with each day’s play comprising one 
round of six boards, using international 
match point scoring. 

Eighty employees took part in the 
first Hughes lunch-time championship 
just completed. The tournament ran 
for 12 rounds with each round requir- 
ing about 45 minutes of play a day. 

Complete information on how to run 
these tournaments may be obtained 
from L. W. Baldwin, Hughes Aircraft 
Co., Culver City, Calif. 


PGA Comes to Firestone 


When the PGA golf tournament 
comes to Firestone Country Club, July 
18-24, to mark the first time a major 


FIRST SECTION of recreational build- 
ing at American Sterilizer Co., Erie, Pa., 
was completed late last Fall. Plans call 
for a 50 foot square addition to the right 
side of the structure. 


professional golf tournament has been 
played on an industrial golf course, 
Firestone employees will be out in 
force. 

Special tickets sold only during the 
Christmas season offered employees 
better than a 50 per cent rate reduc- 
tion. 

A grounds-clubhouse combination 
for every day of the meet, a $37. value, 
sold for $16. Valued at $29, a grounds- 
only ticket, sold for $12. 








WHY 


STAND 


ALONE? 


“The more extensive a man’s 
knowledge of what has been 
done, the greater will be his 
power of knowing 
what to do.” The 
exchange of 
information is 
worth countless hours of study. 
It saves painful trial and 

error. Why stand alone when you 
can benefit 
from others 
who have 
already solved 
problems similar to yours? Why 
stand alone when you can have 
at your finger tips special 


consultation 
service, a 


library, news of the latest 
developments and trends. Use 
the services of the National 


STAGES 


research, 


reference poroonge~ get 


CHAIR RISERS 
CHORAL RISERS 


solve any staging problem. ' 
with these versatile units 


—— 
6990) 





So simple, so versatile—you can use SICO staging units 
alone or in combination for any arrangement. They’re inter- 
locking and interchangeable. To the smallest detail, SICO 
units are designed for efficient, functional usage. One person 
an entire arrangement in minutes. SICO units 
handle effortlessly. Folding and portable—just fold them 
up and roll them away. "Ph 

Guaranteed for ten years, should last a lifetime. Complete 
accessories available. 


hey store in a minimum area. 


For detailed information on SICO staging, write: 


SICO MANUFACTURING COMPANY, INC. 
5215 Eden Ave. So., Minneapolis 24, Minn., Dept. 1306 
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WHEREVER 
CHILDREN PLAY 


Safely! 


Recreation equipment with 
engineered safety to meet 
the most rigid requirements. 


@ Playground Equipment 

@ Indoor Basketball Backstops 
@ Swimming Pool Equipment 
Literature for each line avail- 
able on request—please specify. 


DEALER INQUIRIES INVITED 


RECREATION 
EQUIPMENT CORP 


Dept. RM-260 — 724 W. 8th St. 


Anderson, Indiana 








CLASSIFIED 


RATES: regular type, 15 cents each word 
bold face type, 25 cents each word 
copy must be received by the 5th of the month 
before date of issue in which ad is desired 





ATHLETIC APPAREL 





Team and Industrial Patches Made to Order. 
Send rough sketch, quantity, size and colors 
for prices. T-Shirts—Sweat Shirts—Jackets, 
etc. Request complete catalog on company 
stationery. 

AMERICAN KNITWEAR & EMBLEM 
MFRS., Plaistow 12, N. H. 





POSITIONS WANTED 





High school coach for seven years seeks ind. 
rec. position. Holds B.S. degree in health, 
phys. ed. and rec, Company exp. Two years in 
minor league baseball. 


CP23—RECREATION MANAGEMENT 





Company cut-backs force highly qualified in- 
dustrial rec. dir. to seek better opportunity. 








RIMES 





| Pre-Retirement Program 


AGING IN THE MODERN WORLD, 


Dr. Wilma Donahue, Div. of Geron- 
tology, U of Michigan, 1510 Rackham 
Bldg, Ann Arbor, Mich., 3 handbooks, 
$3.25 

Special examination set of reading 
materials used in the study-discussion 


program, “Aging in the Modern 
World.” 
Developed by the University of 


Michigan and the U. S. Dept. of 
Health, Welfare and Education, the 
program is designed to help men and 
women find themselves at mid-life and 
to encourage them to develop interests 
and goals which will give direction 
and meaning to the second half of their 
lives. 


The program is prepared to help 


| counsellors organize and conduct dis- 


cussion groups of men and women 35 
years of age and older. 

The examination set of reading ma- 
terials may be returned within 30 days 
after purchase for full credit of the 
purchase price. 


Facilities Planning 


SPORTS AND RECREATION § FA- 
CILITIES, Prentice-Hall, Inc., Engle- 
wood Cliffs. N. J., 364 pages, $9.00 

Three years in preparation, this com- 
pletely definitive guide book treats each 
area of facilities planning and produc- 
tion in full and clear detail. 

More than 250 drawings and photo- 
graphs support the nontechnical text 
which provides the basic information 
needed to create plans for recreation 
areas. 

The book’s 24 chapters were pre- 
pared by 21 specialists who answer 
such questions as: how to estimate 






total space required for park and re. 
reation needs; the 29 principles jy} 
planning and constructing new faci 
ties; the eight guide rules in selecting 
an architect and many other essential 
subjects. 


Campers’ Bible 


CAMP BUYING GUIDE, Gallowa 
Publishing Co., 120 W. 7th St., Plain. | 
field, N. J., $2.00 ) 

A reference for everyone connected 
with the operation of summer camps | 
the 13th annual CAMP BUYING 
GUIDE contains scores of charts, tables } 
and articles on buying camp supplies 
and equipment for feeding, arts and | 
crafts, waterfront, sports, maintenance, 
sanitation, trips, ete. 

New features include a buying guide § 
calendar which shows how and when 
to schedule purchases. 

Also included is a suppliers index |J 
listing the sources for more than 150 ff 
camping products. 


Boating Installations 


BOATING FACILITIES, Outboard 
Boating Club of America, 307 N. 
Michigan Ave., Chicago 1, Ill., 3 
pages, no charge 

Containing 18 reprinted articles on 
all phases of facilities installations, 
BOATING FACILITIES helps suggest § 
ideas and plans for the development of § 
boating facilities. 

Subjects of the articles range from 
prefabricated launching ramps to club: 
owned docks and small craft harbors 
The articles were orginally printed in 
leading trade and general circulation § 
periodicals. : 





NIBL STANDINGS 


(through January 18, 1960) 


Team 


| Bartlesville Phillips 66ers 


Three yrs. exp. in comprehensive company | 


program including facilities construction and 
management. 8 yrs in municipal rec. dept. 


CP24—RECREATION MANAGEMENT 





Qualified instructor in sports, handicrafts, 


Wichita Vickers 
Akron Goodyear Wingfoots 
Cleveland Sweeney Pipers 


| Peoria Caterpillars 
| Denver D-C Truckers 
Recent college grad with major in recreation. | 


cultural activities. Military oblig. fulfilled. | 


Military and YMCA recreation experience. 
CP25—RECREATION MANAGEMENT 


26 





RECREATION MANAGEMENT, FEBRUARY 1960 


San Francisco AJL Investors 
Seattle Buchan Bakers 
New York Tuck Tapers 


Ww L Pct. GB | 

iF 3 786 — f 

11 5 .688 1 af 
9 4 .692 1h § 
8 4 667 2 § 
7 8 467 4h, f 
4 9 .308 6h F 
4 9 .308 6h F 
4 9 .308 6% 
4 1 .267 7% 
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Show Your Boys 


the 


[959 WORLD SERIES FILM 


in full color 


The action and drama that thrilled the 
greatest crowds in World Series history has 
been recorded on film with sound and in 
color for your use. 


This year as in the past the Hillerich and 
Bradsby Company is co-sponsor of the World 
Series movies which will be released soon 
after the first of the year. The film is 16 mm 
and can be used only with a sound projector. 


HILLERICH & BRADSBY CO., LOUISVILLE, KENTUCKY 


Length of showing is approximately 30 
minutes. 

Order the film through your sporting goods 
dealer and relive all of the stirring action 
of this most dramatic ’59 Series. 


HOW TO BOOK THE FILM... 


Booking should be made through your sporting goods dealer. 
Advise him of the most suitable date but mention two alter- 
nate dates, either of which would be satisfactory in the event 
the date preferred is not open. The demand is great, so act 


at once See your dealer! 
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LEAGUE BOWLING... 
Bowl ’em Over With Low Cost Fun! 





Suggest 
Here’s what you’ll find: 


gue bowling is least expensive. There i 1s no 
heavy draw on your recreation fund. No need to supply 
playing facilities, grounds or equipment. Bowling 
centers supply balls free, rent shoes for pennies. 
Bowling is a friend-maker. With the thrills and 
excitement of strikes and spares, and the ‘“‘almost- 
made-split’””—any group draws closer together. Inhi- 
bitions fly before laughing-good times. Everybody is 
a common ally against the pin that just won’t fall. 


lly organized 


as 3 a. If you are new at 
bowling league organization, you can obtain free, de- 
tailed information on every phase of setting up teams 
and leagues. Your local bowling center will gladly help. 
Or you can write directly to Brunswick, 623 South 
Wabash Avenue, eee 5, Illinois. 


. It’s an all-age sp 


. For men, for women, bowl- 
ing is an seein: wi less strenuous sport that 


invites folks from 6 to 60 to participate. 
Farvicipation is unusuaily sh. More of your 


employees or group members will be caught up in the 


a bowling league to your recreation group 


spirited vieing for “thigh weekly average” than yo 
ever thought possible. Even members of your recrea- 
tion group who don’t bow! will be showing up to cheer, 
jeer and join in the “‘after-the-match” good times. 

6. Better facilities than ever before. More modem 
bowling proprietors are installing new efficient Bruns- 
wick equipment. Visit several of your local centers... 
chances are you will be greatly impressed with new 
streamlined Brunswick Tel-E-Scores, faster Automatic 
Pinsetters and bright, comfortable furnishings. 


These and many other Brunswick innovations are 
— to give leagues happy, fun-filled recreation. 
7. Bowling is ‘‘All-Time’’ fun. For night crews— 
as well as day workers! Modern centers are open 
around the clock! 


To be absolutely sure your recreation group can take 
advantage of full participation in league bowling —call 
your local bowling center now for full information— 
and reservations for the Spring and Summer League 
Bowling Season! 


[= BRUNSWICK 


the name that makes the game 








